Abdullah Al-Salloum | ID 0801202023
Contemporary Marketing | MKT500 – 51 | March 24th, 2009
Quiz #03 | The Customer-Centered Enterprise
Three Main Procedure Points Mentioned by the Author of the Article
First, applying CVM “Customer Value Management” to achieve a business vision by majorly shift in strategic thinking including radical moves from product or price to process or service as the basis for competition.
Today, one company’s products look about the same as another’s. Virtually, any product can be bought from several companies for about the same price.
With CVM, your company will find something other than product features to differentiate you from a dozen other competitors. That something is customer service and value. (1)
Second, must let customers set the goals. The fundamental problem with management by objectives is that objectives you set are yours, not your customer’s.
Embodied in management by objectives is a process taught for decades in introductory business courses. It has been programmed into the decision-making DNA of thousands of business school graduates. If you use management by objectives, you decide what objectives you will meet and then set an agenda to get there where here is our fundamental problem. (2)
To succeed today, the end goals must be your customer’s. That means you must find out what the customer wants.
Lastly, select highest-leverage customer interactions by focusing on the business activities that directly touch those customers whose opinions counts, making them feel important, and letting you distinguish yourself from competition. These interactions became moments of truth which can be managed and leveraged to affect customer acquisition, retention, loyalty and growth.
MasterCard wanted to develop call center standards to improve customer service. They began by identifying cardholder and customer demographics (high, low and moderate income; professional and non-professional; location and member banks.) Next, they determined each customer group’s needs and designed the new system to meet those needs. During the analysis, the company discovered there were far more moments of truth than they had guessed. While the company saw making a call center call as a process, customers reported that it was not. The process took a long time and required navigating voice mail systems and providing information several times to several people. What customers wanted was to be able to explain their question or problem once. MasterCard acted on customer needs and developed a system to address those needs. The system was then shared with affiliated banks so every MasterCard customer could benefit from the new design. (4)

Three Main Practices Mentioned by the Author of the Article
First, listen to the right customers. Not every customer is a desirable, high-value customer whose opinions and viewpoint should drive business design and investment.
Sometimes the customer is the one at the direct point of interaction with your company’s products and services. If that person has an impact on the purchasing decision, his view counts.
You must identify and focus on a targeted set of customers whose view counts. That customer is the one who receives value from your goods and services, who generates demand and a market for your company. (3)
Second, the need to identify actionable high-leverage customer needs. Customer expectations are often set based on their experiences with other businesses. When another industry sets its standards high, you will have to respond.
For example, if your customer gets a loaner when he has his Lexus in for service, he probably expects a loaner computer when his laptop is in for repairs.
One problem is that you do not always know whose standards you must meet. (5)
Lastly, apply prioritization. Make investment decisions based on buying behavior. You cannot and should not strive to be world-class at everything. You must learn what is necessary and what isn’t.
For example, answering the telephone. If your company doesn’t answer the phone when customers call, they won’t be your customers for very long. But investing millions to answer the phone on the first ring won’t help either. It’s unlikely new customers will flock to you because you answer on the first rather than the third rink. Being the world leader in this case won’t provide a significant incremental customer value or competitive advantage.
There are advanced methods and quantitative surveys to use to identify actual buying behavior. This serves as a check on whether satisfying the needs you identified actually results in additional buying by those customers. (6)

Most Important Point of the Above
Listen to the right customers. Not every customer is a desirable, high-value customer whose opinions and viewpoint should drive business design and investment. This point is actually strong; however, it isn’t about the value of the customer only. It is also about the experience of this customer. You may find some low valued customers with good experiences. These kinds of customers may once hit you with an advice in which its benefit lasts forever. (3)
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